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[Source: USA Office of Travel & Tourism Industries, 2004]
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USA Arrivals into Australia…USA Arrivals into Australia…
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[Source: Australian Bureau of Statistics, 2004]

445,900 (+ 5.6%)

[Forecast]
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The Dream Vacation for AmericansThe Dream Vacation for Americans
“Where would you go if you had the time and money?”

[Source: TA Consumer Tracking, 2004, Jan 04]
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But Seriously Considering…But Seriously Considering…
“Where is your next vacation given time and money?”

40%

37%

25%

25%

20%

33% (2002)

21% (2002)

[Source: TA Consumer Tracking, 2004, Jan 04]
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But Where are Americans Going?But Where are Americans Going?

Europe
45%

Caribbean
20%

Asia
14%

Other
21%

Australia (2%)

Total Long Haul Travelers (excludes Canada and Mexico)

[Source: USA Office of Travel & Tourism Industries, 2004]
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USA in post 2001 travel blues
Bottled-up LH demand, with itchy travel feet

High awareness & appeal 
Low market share

Strong icons - “features” are known
Unclear on “benefits”

We lose on “rational” motivators 
We win on “uniqueness”

Limited Budgets
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Total USA Population

22m

Travel 
Internationally

Measurement: “Euromonitor - Competitive 
Outbound Travel 2002”
Measurement: “TA Annual Consumer 
Tracking” Ideal and Preferred Set

Aspire to 
travel to 
Australia

10m

Aspire to 
travel to 
Australia

Travel to 
Australia

0.42m

Measurement: Visitor Arrivals Data. 
Total USA Arrivals 2002

300m

Not in long 
haul travel 

market

Where we can make a differenceWhere we can make a difference

0.2m

Repeat

Measurement: Visitor Arrivals Data.
“Business” and “VFR” Travelers

Increase Aspiration through consumer marketing

Measure advertising effectiveness with TA Brand 
Tracking research

Increase Visitation through consumer 
and trade marketing

Measure inbound leisure arrivals
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RepeatConvertedHot 
Prospects

Long
Haul Target
Market

The Customer Acquisition Cycle The Customer Acquisition Cycle 

Awareness Aspiration Enquiry Purchase
WOM

Re-purchase

Brand Tracking
(Consumer Disposition)

• Brand Health
• Impact of TA on Brand Health
• Competitive Positioning

Passenger Study
(Consumer Behavior)

• Planning and Purchase Cycle
• Media message and impact
• Impact of ATC communications
• Past passenger effect

IVR
• Campaign Performance

• Media Performance

Conversion Study
• Partner Performance

• Media strategy
• ROI Measure 

BARRIERS
• Time
• Distance
• Cost
• Complexity

Consideration

+ Performance

PARTNERS
• Price/value
• Availability
• Sales skill
• Product fit

Strategy+
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1. Total Media Value = US $6.5 M

2.  Direct Response = 30,000 consumers
Cost Per Response (CPR) = $216

3. Conversion Rate after 6 months = 29%
[Source: TA Conversion Study 2004]

Cost Per Conversion (CPC) = $750

4. 1/2 spill through non-wholesale channels
[Source: ATC Passenger Study 2004]

Cost Per Conversion (CPC) = $375

Value per ConversionCost per Conversion
1. One Conversion = 2.1 pax
[Source: Qantas campaign booking data 
2003/2004]

2. Air/land per Pax = US $4,456
[Source: BTR, International Visitor Survey 
September 2003. EX rate = 0.75]

Value Per Conversion = $9,358

ROI per Marketing Dollar Spent

ATC = $48
(2.1% marketing to sales)

All Partners = $26
(3.8% marketing to sales) 

TA
Airline

W.sale

STO

Campaign Funding Contribution

55%
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Step Change BehaviorStep Change Behavior

Economies of Scale

Market Investor

Promoter of Products

Protector of Status Quo

Seek Performance Measures

Strategic Schizophrenia

NTO = ATM 

CREATOR OF MARKETING

COMPELLING EXPERIENCES
PREDICTOR OF MARKET TRENDS
OWNER OF CRITICAL MEASURES

GLOBALLY ALLIGNED
ROI

ECONOMIES OF FOCUS



The Future of Brand Australia
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